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The design of retail environments evolves,
perhaps more quickly than any program within
the hospitality industry. As global shifts in
e-commerce and a renewed appreciation for
the experience economy has called brick and
mortar stores into question, Maripet Contreras’
study examines the continued role of retail
design in society. Through both a series of case
studies conducted in the fall semester studio
and site visits arranged through the HD Seminar,
Contreras’ observations of successful retail
spaces have led to important design guidelines
that inform decisions later in this book. The
architecture should not purely emphasize
efficiencies in the retail environment but rather
embrace the social experiences created between
the moments of monetary exchange. Beyond
the first space (home) and second space (work),
the environments of retail, often described as
the third space, provide opportunities of social
interaction for large swaths of every community.
While indoor shopping malls across the country struggle to compete with newer iterations
(more recently referred to as “lifestyle centers”),

the following design studies reveal how to aid
in the transformation of failing shopping malls
into spaces that set the stage for communal
and economic renewal. The integration of pedestrian friendly paths through car-dependent
contexts reveals a common challenge most
neighborhoods in the US will have to confront.
Opportunities to integrate retail sites with surrounding suburban contexts through reimagined
uses for asphalt lots may invite the most innovation within the archetype. Contreras’ early
emphasis on the role of digital technology has a
lot of potential that may be left for future design
researchers to further explore. A challenge in
many studio-based studies is the inability to test
effectiveness in the real-world, but the renderings and written descriptions provide a convincing look at how design can breathe new life in
the some of the largest constructs of communities across the country.
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INTRODUCTION
The mall used to be a place where people
would get together and have an ultmate
shopping experiance. It was a one-destination
stop to get what we wanted to buy and to
spend time with each other during our off
days. Shopping malls are still a “third place”
to many of us. While physical commerce is
transitioning to a digital world because of the
high demand of e-commerce, shopping malls
have been a place to experience and engage
with the brand of products and the place.
For some people it is therapy for consumers
to walk around a store and to buy what they
see. However, our generation (specifically
millennial and generation z) is transitioning
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into the technological age and if our places
are not transitioning with that, no one will be
present or attracted to what a shopping mall
used to be. Consumer behavior is constantly
changing and the challenge for businesses
is to keep up to date with what consumers
want whether it’s shopping for experience or
products. One thing that mains consistent is
a place of consumption must upgrade into 3
main categories: place of interaction, place
of destination, place of innovation. This
model would reinvent and rethink what a
shopping mall would be like for the upcoming
generation.
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ABSTRACT
Shopping malls today are dying due to the
demand of online shopping. Rather than going
strictly to the digital world, the retail spaces
are places where consumers can physically
feel the product that online shopping does not
have to offer.
The first approach to solving the shopping mall
apocalypse is to analyze why shopping malls
were in demand before and why it is no longer
in demand today. This has a lot to do with the
era we live in and the generation we are born
into. While the trends and patterns of what
consumers wants are constantly changing,
there are particularly trends and patterns that
need to be upgraded, constant, and reinvented.
This analysis is broken down into 3
components in what a shopping mall needs
to live up to : place of interaction, place of
destination, and place of innovation. Place of
interaction is the importance of customers
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being in the retail environment. Shopping
malls need the right amount and the right
orientation to create a social place to bring
back the essence of the “third place”. (Sense of
nostalgia) place of innovation is the merge of
technology to create a functional and efficient
retail experience. Finally, place of destination
is the importance of keeping customers in a
retail space. This is the mixed-use components
where a shopping mall can’t just strictly be a
shopping mall. Space of entertainment and
events will keep customers coming back to the
mall.
Overall, comparing the difference of consumer
behavior of each generational period would
allow us to save shopping malls from drowning
deeply into an apocalypse.
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Thesis
The rise of e-commerce is changing the way we look at architecture, specifically shopping malls. The cause of e-commerce creates an negative effect
directly towards shopping malls today: dead malls and loss of “third place”.
The idea to solve this issue is place making within the retain enviroment
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THE PROBLEM
LOSS OF THIRD PLACE:
The decrease demand on
shopping mall results into a
lot of unwanted vacant space.
Shopping malls were once
America’s “third place”. It was
a place to get away from home
and work/school. Especially
in Las Vegas, there is a lack
of open gathering space for
people.
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APOCALYPSE OF SHOPPING
MALLS: Shopping malls
were the center heart of
the city and people would
come to shopping malls
as a mean of leisure.
However, now that shopping
can be as easy as getting
our merchandise online,
shopping malls are turning
into dead malls. The
demand of e-commerce
such as Amazon is putting a
lot of retail businesses out
of business. The typology of
what a shopping mall used
to be is becoming outdated.

RISE OF E-COMMERCE: The
rise of e-commerce is taking
away the leisure of physically
going into shopping malls. In
this day of age, consumers are
more prone to getting their
merchandise online rather than
offline.
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PLACE MAKING TO BRANDMAKING
CONCEPT MODEL

PLACE OF INNOVATION

PLACE OF
INTERACTION
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PLACE OF INTERACTION:
Place of interaction is the
importance of customers being
in the retail environment.
Shopping malls need the
right amount and the right
orientation to create a social
place to bring back the
essence of the “third place”

PLACE OF DESTINATION:
Place of destination is the
importance of keeping
customers in a retail
space this is the mixeduse components where a
shopping mall can’t just
strictly be a shopping mall.
Space of entertainment and
events will keep customers
coming back to the Mall.

PLACE OF INNOVATION: Place
of innovation is the merge
of technology to create a
functional and efficient retail
experience. Overall, comparing
the difference of consumer
behavior of each generational
period would allow us to save
shopping malls from drowning
deeply into an apocalypse.
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RISE,DECLINE,REBIRTH
OF SHOPPING MALLS
HISTORY..................................................................................................................... 24
CONSUMER BEHAVIOR........................................................................................... 32
DEMOGRAPHICS ..................................................................................................... 38
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MALL COUNT : 1950 - 1970

THE ERA OF SHOPPING MALLS
Shopping Malls were booming during the 1950s
to the 1970s.
Shopping Mall
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MALL COUNT : 1970 - 1990

RISE OF SHOPPING MALLS
As time went on, shopping malls continued to
increase. Specifically, Baby boomers were a big
impact to trade goods. Shopping malls were not
just a place to shop but it was also a second
home and an experience. Shopping mall became
popular during the 1970s - 1990s
Shopping Mall

24

25

MALL COUNT : 1990’S - present
RISE OF ECOMMERCE
The 1990’s was the era where we approach
the information age. This was also the birth of
online shopping. As online shopping became
popular, consumers no longer wanted to go to
the mall any more. Where there is an increase
of ecommerce there is a decrease in consumers
going into the mall. As a result, businesses fall
out of business and tenant become un-used and
vacant.
Vacant Mall / Slow Business Count
Surviving Mall Count

Decline of Shopping Malls
Rise of E-commerce
There is a correlation between the rise of
ecommerce and the decline of shopping mall
as each year goes on. By 2020, almost half of
American shopping malls will be out of business.
As a result they will become wasted vacant
spaces.
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By the year 2040,

95%
ECOMMERCE EFFECT

shopping will be facilitated by ecommerce

THERES STILL HOPE FOR SHOPPING MALLS
While ecommerce continues to rise, about 64% of consumers still
perfer to go shopping offline. Rather than having shopping being
completely offline or online alone, retail places must consider
integrating both online and offline opportunities. The importance of
having a physical store is that consumer are able to see the product
itself verse on a screen.

64%

36%

64% of American’s shopping budget is spent in
stores, while only 36 % is spent online
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Consumer BEHAVIOR

STATISTICS
We must look at shopping behavior as a tool to
determine what type of shopping experience
is appropriate. Each generational group have
their own collective ways of how they engage
and consume in the market business. Looking
at these statistics will allow what is the best
strategy to advertise. In translation, the studies
of consumer behavior can determine the spaces
within a shopping environment.

BABY BOOMERS

GENERATION X

MILLENNIALS

GENERATION Z
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LAS VEGAS DEMOGRAPHICS - baby boomers
Born 1946-1964 (54-72 years old)

LAS VEGAS DEMOGRAPHICS - GENERATION X
Born 1965-1980 (38-53 years old)

20%

20%

15%

15%

10%

10%

5%

5%

34

35

LAS VEGAS DEMOGRAPHICS - millennials
Born 1981-1996 (22-37 years old)

LAS VEGAS DEMOGRAPHICS - GENERATION Z
Born 1997-Present (21 years old and younger)

20%

20%

15%

15%

10%

10%

5%

5%
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INTERNATIONAL...................................................................................................... 44
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International
Shopping malls
Case studies
The main takeaway of looking at
shopping mall and retail spaces
across the globe is to see what allows
consumers to be more engaged with
both the shopping experience and the
architectural space. In grand spaces,
a plaza and open space provides
a communal experience. Whereas
smaller spaces emphasis on the
digital experiences.
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Galleria VITTORIO EMANUELE II

markethal rotterdam

NAME: Galleria Vittorio Emanuele II
LOCATION: Milan, Italy
BUILT: 1877
ARCHITECT: Giuseppe Mengoni
One of the oldest malls in the world
that still exists today. Its openness and
daylighting enhances the quality and
utility of the space.

NAME: Markethal Rotterdam
LOCATION: Binnenrotte, Netherlands
BUILT: October 2014
ARCHITECT: MVRDV
The market’s function was not just to
sell goods to both locals and tourists.
It was also to unify the diversity of
people coming into the space. The
market was a way for the community
to come together.
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FIGURE 02.01

FIGURE 02.02
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uniqlo ginza

MALL OF ASIA

NAME: Uniqlo Ginza
LOCATION: Tokyo, Japan
BUILT: 2012
ARCHITECT: Wonderwall

NAME: Mall of Asia
LOCATION: Bay City, Pasay, Philippines
BUILT: May 2006
ARCHITECT: Arquitectonica

UNIQLO is a one stop retail store that
has all its attraction towards its digital
experience. They use a selfie machine
to have their customers be interactive
with the product. Also, the volume of
the space gives a unique shopping
experience for the customer,

Mall of Asia is not only a Mall but it
is a one stop experience with various
entertainment such as multiple
restaurants, amusement parks, ice
skating rink, stadium, theater, arcades,
etc.
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FIGURE 02.03

FIGURE 02.04
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Tokyo plaza omotesando
harajuku

THOUGHTS OF ROME
NAME:Thoughts of Rome
LOCATION: Rome, Italy
BUILT: 2014
ARCHITECT: Andreas Nicolas Fisher

NAME: Tokyo Plaza
LOCATION: Tokyo, Japan
BUILT: 2012
ARCHITECT: Hiroshi Nakamura & NAP Co. Ltd.

The use of LED screens throughout
the store front allows for an interactive
and immersive experience for the
customer.
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This mall contains a plaza that allows
both locals and tourist to come
together. In addition, its effect brings
the outside to the interior space.

FIGURE 02.05

FIGURE 02.06
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United states
Shopping malls
Case studies
At the national scale, the same
lessons are learned from looking
at other shopping mall and retail
spaces that are successful. Its usage
of voluminous space for communal
space and interaction within the retail
environment allows consumers to be
engaged with both the space and the
merchandise.
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GALERIA MELISSA

APPLE STORE

NAME: GELERIA MELISSA NY
LOCATION: SOHO, New York, US
BUILT: 2017
ARCHITECT: Multi Randolph
PHOTOGRAPH BY: Alex Fradkin
The use of LED is used to present its
storefront as an interactive experience.
This also attracts consumers into the
space as the screens lead into the
retail space.

NAME: APPLE
LOCATION: Fifth Avenue, New York, US
BUILT: 2006
ARCHITECT: Bohlin Cywinski Jackson
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The glass box provides opportunities
to connect to the urban fabric. The
openness to the outside attracts
people from the outside to come into
the space. In addition, as an electronic
store, its sales of technology allows
consumers to engage with the product
and the space

FIGURE 02.07

FIGURE 02.08
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nike tech pack

Mall of America

NAME:Nike Tech Pack
LOCATION: New York
BUILT: 2015
ARCHITECT: Millington Associates

NAME: Mall of America
LOCATION: Minnesota
BUILT: 1992
ARCHITECT: HGE, KKE Architects,
Jerde Partnership

Nike uses touch-points in the LED
screens for consumers to have an
interactive yet efficient shopping
experience. This example provides
a blend between online and offline
shopping experience right into the
physical space.

Designed as the first and largest retail
and entertainment destination in the
United States.
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FIGURE 02.09

FIGURE 02.10
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Las Vegas
Shopping malls
Case studies

MEADOWS MALL
FASHION SHOW MALL
FORUM SHOPS
BOULEVARD MALL

We want to apply some aspects
of what has been successful
internationally and nationally into Las
Vegas shopping mall. There are some
shopping malls that are successful
in terms of engagement within the
mall and foot traffic. While other
shopping mall in Las Vegas are on
the verge of closing the majority of
their tenant spaces. Each case study
is looked at closely to identify where
the communal spaces are activated,
if there are other programs other
than retail that invite other users
into the mall, and its usage of digital
technology into their retail spaces.

TOWNSQUARE
THE DISTRICT
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SHOPPING MALl
COUNT
LAS VEGAS SHOPPING MALL COUNT

7

1. DOWNTOWN SUMMERLIN
2. MEADOWS MALL
3. NORTH PREMIUM OUTLET
4. FASHION SHOW
5. BOULEVARD MALL
6. TOWN SQUARE
7. SOUTH PREMIUM OUTLET
8. GALLERIA MALL
9. FORUM SHOPS AT CAESERS
10. MIRACLE MILE SHOPS
11. THE DISTRICT
12. TIVOLI VILLAGE
13. DOWNTOWN CONTAINER PARK
14. SHOPS AT CRYSTAL
15. SHOPS AT MANALAY BAY
16. GRAND CANAL SHOPPES
17. LINQ PROMENADE
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FIGURE 02.11

1. DOWNTOWN SUMMERLIN
FIGURE 02.15

5. BOULEVARD MALL
FIGURE 02.19

9. FORUM SHOPS
FIGURE 02.23
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13. CONTAINER PARK

FIGURE 02.12

2. MEADOWS MALL
FIGURE 02.16

6. TOWNSQUARE
FIGURE 02.20

10. MIRACLE MILE SHOPS
FIGURE 02.24

14. SHOPS AT CRYSTAL

FIGURE 02.13

3. NORTH PREMUIM
FIGURE 02.17

7. SOUTH PREMIUM
FIGURE 02.21

FIGURE 02.14

4. FASHION SHOW
FIGURE 02.18

8. GALLERIA MALL
FIGURE 02.22

11. THE DISTRICT

12. TIVOLI VILLAGE

FIGURE 02.25

FIGURE 02.26

15. grand canal shoppes
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17. LINQ PROMENADE

Level 01

Case studies: lAS VEGAS

BOULEVARD MALL ANALYSIS
ENCLOSED MALL - LOW RATE SURVIVING MALL

ARCADE

FOOD
COURT
NAME: Boulevard Mall
LOCATION: Las Vegas, Nevada
BUILT: 1968
RETAIL TENANT OCCUPIED
PLACE OF INTERACTION
PLACE OF DESTINATION
-Restaurants
-Bar/Clubs
-Arcades
-Theater
-Casino
-Amusement Park
-Offices
-Fitness Centers
PLACE OF INNOVATION
ANCHOR STORE
VACANT

60
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Case studies: lAS VEGAS

MEADOWS MALL ANALYSIS
ENCLOSED MALL / REGIONAL - MEDIUM RATE SURVIVING MALL

Level 01

NAME: Meadows Mall
LOCATION: Las Vegas, Nevada
BUILT: 1978
RETAIL TENANT OCCUPIED
PLACE OF INTERACTION
PLACE OF DESTINATION
-Restaurants
-Bar/Clubs
-Arcades
-Theater
-Casino
-Amusement Park
-Offices
-Fitness Centers
PLACE OF INNOVATION
ANCHOR STORE
VACANT
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Level 02

Case studies: lAS VEGAS

MEADOWS MALL ANALYSIS
ENCLOSED MALL / REGIONAL - MEDIUM RATE SURVIVING MALL

KIOSK
KIOSK

NAME: Meadows Mall
LOCATION: Las Vegas, Nevada
BUILT: 1978
RETAIL TENANT OCCUPIED
PLACE OF INTERACTION
PLACE OF DESTINATION
-Restaurants
-Bar/Clubs
-Arcades
-Theater
-Casino
-Amusement Park
-Offices
-Fitness Centers

FOOD COURT

PLACE OF INNOVATION
ANCHOR STORE
VACANT
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Level 01

Case studies: lAS VEGAS

THE DISTRICT ANALYSIS
OUTDOOR MALL / COMMUNITY - SUCCESSFUL

NAME: Forum Shops
LOCATION: Las Vegas, Nevada
BUILT: April 2004
RETAIL TENANT OCCUPIED
PLACE OF INTERACTION
PLACE OF DESTINATION
-Restaurants
-Bar/Clubs
-Arcades
-Theater
-Casino
-Amusement Park
-Offices
-Fitness Centers
PLACE OF INNOVATION
ANCHOR STORE
VACANT
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ENTERTAINMENT
DISTRICT

67

Level 01

Case studies: lAS VEGAS

TOWN SQUARE ANALYSIS
OUTDOOR MALL / CAMPUS STYLE / REGIONAL - SUCCESSFUL
OFFICES

ENTERTAINMENT
DISTRICT

NAME: Town Square
LOCATION: Las Vegas, Nevada
BUILT: November 2012
RETAIL TENANT OCCUPIED
PLACE OF INTERACTION
PLACE OF DESTINATION
-Restaurants
-Bar/Clubs
-Arcades
-Theater
-Casino
-Amusement Park
-Offices
-Fitness Centers
PLACE OF INNOVATION

OFFICES

ANCHOR STORE
VACANT
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Level 01

Case studies: lAS VEGAS

FASHION SHOW ANALYSIS
ENCLOSED MALL / LOCAL & TOURIST MALL - SUCCESSFUL

LED

INTERACTIVE
DIRECTORY

NAME: Fashion Show Mall
LOCATION: Las Vegas, Nevada
BUILT: February 1981
RETAIL TENANT OCCUPIED
PLACE OF INTERACTION
PLACE OF DESTINATION
-Restaurants
-Bar/Clubs
-Arcades
-Theater
-Casino
-Amusement Park
-Offices
-Fitness Centers
PLACE OF INNOVATION
ANCHOR STORE
VACANT
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Case studies: lAS VEGAS

FASHION SHOW ANALYSIS
ENCLOSED MALL / LOCAL & TOURIST MALL - SUCCESSFUL

Level 02

LED AS
STORE
FRONT

NAME: Fashion Show Mall
LOCATION: Las Vegas, Nevada
BUILT: February 1981
RETAIL TENANT OCCUPIED
PLACE OF INTERACTION
PLACE OF DESTINATION
-Restaurants
-Bar/Clubs
-Arcades
-Theater
-Casino
-Amusement Park
-Offices
-Fitness Centers
PLACE OF INNOVATION
ANCHOR STORE
VACANT
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Level 01

Case studies: lAS VEGAS

FORUM SHOP ANALYSIS
TOURIST ATTRACTION / ATTACHED TO CASINO - SUCCESSFUL

LED AS
STORE
FRONT

LED AS
STORE
FRONT

NAME: Forum Shops
LOCATION: Las Vegas, Nevada
BUILT: May 1992
RETAIL TENANT OCCUPIED
PLACE OF INTERACTION
PLACE OF DESTINATION
-Restaurants
-Bar/Clubs
-Arcades
-Theater
-Casino
-Amusement Park
-Offices
-Fitness Centers
PLACE OF INNOVATION
ANCHOR STORE
VACANT
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76

BRANDMAKING
PART ONE:

PLACE OF INTERACTION..................................................................................
PLACE OF DESTINATION..................................................................................
PLACE OF INNOVATION....................................................................................
BRANDMAKING EXPERIMENT...........................................................................
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Place of
Interaction
ATTRACTION FROM THE CITY TO THE MALL...
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HOME

WORK/SCHOOL

“LIVE”

“WORK”

THIRD PLACE

“Third place”
ATTRACTION AT THE PUBLIC
The concept of a third place means a home away from home.
Essentially, a “third place” is a place where social gatherings
take place. This is where a sense of community come together.
In the 1950’s, shopping malls were considered as a “third
place” because they were a one stop destination. The heart of a
shopping mall relies on its authenticity of a one stop experience.
Especially in Las Vegas, there are not many social gathering
spaces (or public spaces).

80

“PLAY”

81

SOCIAL space
ATTRACTION AT THE PUBLIC
At a close up view, a gathering space would be
ideal that is surrounded by smaller retail space
with multiple axis point in between to create
higher foot traffic
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Enclosed vs open mall

ENCLOSED MALL
Disadvantages:
Pedestrians are limited in access point. As a
result it makes it inconvenient for pedestrians to
go to the store quickly.
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OPEN MALL
Benefits:
Use for Convenience; allowing car and
pedestrian access. As a result the in-between
spaces become a form of gathering spaces
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Place of
Destination
Attraction within THE MALL...
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Anchor-mix use
ATTRACTION AT THE NODES
A shopping mall is no longer a place just to shop but it is also an
experience. Shopping malls are turning into “Lifestyle centers.”
Traditional malls have anchor stores at the main axis of entry and
are surrounded by smaller retail stores surrounding the mall for
an increase of foot traffic. However, some anchor stores (such as
Sears and Dilliards) are running out of business. Tenants need to
be flexible enough to be more than just a retail space.

88
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Mix-use

TENT STATISTICS
Retail stores have higher success rates because
of their adjacencies to other program types such
as: restaurants, bars, casinos, arcades, theaters,
amusement parks, fitness centers, and etc.
Consumers do not just want to shop, they want
an experience. Sometimes, shopping alone is
not enough to satisfy that experience. Having a
mixed-use center will increase more customers
coming into retail space because of the close
proximity to other programmatic spaces.
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RESTAURANT

BAR + CLUBS

CASINO

THEATER

OFFICE

ARCADE

FITNESS

AMUSEMENT
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Place of
Innovation
ATTRACTION FROM THE mall TO THE store...
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MOBILE
SOLUTIONS

SOCIAL
MEDIA ROLE

SUPPLY CHAIN
REDESIGN

Tech in retail
ATTRACTION FROM THE MALL TO THE STORE
Based on our consumer behavior statistics, the younger generation
is transitioning to an online shopping experience. However, rather
than having online shopping taking over how we shop, embedding
technology into physical retail spaces will allow the best of both
worlds. The advantages of having technology embedding with retail
space is so that the consumers can engage with the brand and
merchandise. There are opportunities to look at social media and
mobile apps to enhance the retail experience. As a whole, creating
interactive retail space will allow a shopping mall to become a
expansive experience.

CHANGE OF
PHYSICAL
STORE ROLE

CHANNEL
INTEGRATION

PERSONALIZATION

94

DIVERSE CUSTOMER
REQUIREMENTS

95

Customer experience

MERGING ONLINE AND OFFLINE
We are now living in a digital world, where a
majority of Millennials and Generation Z are
are accustomed to using their mobile device.
For a holistic shopping experience, integrating
your mobile device into a space will create a
more interactive and engaging experience with
customers. What we do not get from online
shopping is the experience of physical space.
While statistics shows that ecommerce is rising,
there is a correlation between the online and
offline behaviors that they can both be shared in
a digital world and the physical space.

9%

EMAIL
PROMOTION

ON PRINT
MAGAZINE

AD ON TV/ or
EMAIL
MOVIE
PROMOTION

SOCIAL
MEDIA

SOCAIL
GATHER-

ONLINE
ADVERTISEMENT

9%

22%

22%

PHYSICAL
SHOPPING

ONLINE
SHOPPING

12%

SOCIAL
MEDIA

OFFLINE

13%

AD ON TV/ or
MOVIE

ON PRINT
MAGAZINE
PHYSICAL
SHOPPING

12%

ONLINE

7%

ONLINE
ARTICLE

ONLINE
SHOPPING

ONLINE
REVIEW

96

7%

ONLINE
ARTICLE

TALKING TO
FAMILY

ONLINE

ONLINE
REVIEW

15%

TALKING
TO
ONLINE
FRIENDS
ADVERTISEMENT

SOCAIL
GATHER-

OFFLINE
15%
13%

TALKING TO
FAMILY

TALKING TO
FRIENDS
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CONSUMER EXPERIENCE
MERGING ONLINE AND OFFLINE

AUTOMATED
CHECK OUT

INTERACTIVE RETAIL
EXPERANCE

use of augmented
reality

L.E.D SCREENS
INTERACTIVE TO
PHONE
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ATTRACTION FROM THE CITY TO THE MALL
- Sense of Community & Urbanity
- The “Home” away from home (thirdPlace)
-Openness to the outside

brandmaking
[Experiment]
PLACE OF INTERACTION + DESTINATION + INNOVATION
The idea of Brandmaking is combining the all three of the concepts
of place making together to create an immersive shopping experiance. This experiment is looking at each placemaking aspect alone
and in combination with one of the two. The goal is to have a place
of interaction, a place of destination, and a place of innovation
come together to rebrand and revision a shopping mall.
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-Interaction between the
urban fabric and the
retail space creating an
emersive and interactive
experance

-Enhancement of a “Third
Place”
-Perfect for events

BRANDMAKING
ATTRACTION FROM THE MALL TO THE STORE
- Interaction with technology
-Merge with Social Media
-Use for eﬃcency
-Attraction at the Store front

-the Ultamate
Entertainment hub

ATTRACTIONS WITH THE MALL
- Mix-use Programs
-One Stop Shop Experance.
-Less of a Shopping mall more of
a “Life Style Center”
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CONFIGURATIONS
TYPOLOGY

RETAIL TENANT
PEDESTRIAN CIRCULATION
VEHICLE CIRCULATION

MARKET

DEPARTMENT STORE
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PEDESTRIAN STREET

MAIN STREET

PLAZA

ARCADE

STRIP MALL

STRIP

SUBURBAN MALL

POWER CENTER
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CONFIGURATIONS

TYPOLOGY - PLACE OF INTERACTION
PLACE OF INTERACTION
RETAIL TENANT
VEHICLE CIRCULATION

MARKET

DEPARTMENT STORE
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PEDESTRIAN STREET

MAIN STREET

PLAZA

ARCADE

STRIP MALL

STRIP

SUBURBAN MALL

POWER CENTER
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CONFIGURATIONS

TYPOLOGY - PLACE OF DESTINATION
PLACE OF DESTINATION
RETAIL TENANT
VEHICLE CIRCULATION

MARKET

DEPARTMENT STORE
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PEDESTRIAN STREET

MAIN STREET

PLAZA

ARCADE

STRIP MALL

STRIP

SUBURBAN MALL

POWER CENTER
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CONFIGURATIONS

TYPOLOGY - PLACE OF INNOVATION
PLACE OF INNOVATION
RETAIL TENANT
VEHICLE CIRCULATION

MARKET

DEPARTMENT STORE
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PEDESTRIAN STREET

MAIN STREET

PLAZA

ARCADE

STRIP MALL

STRIP

SUBURBAN MALL

POWER CENTRE
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Integrated model variation: interaction dominANT
INTERACTION DOMINATE

The plaza model provides a great opportunity for
a customers to gather into the center. In addition,
foot traffic will be mainly towards the plaza, but it
will also lure in people into the retail spaces. This
is also excellent for events being held in the mall.

10%

ACTIVATION

50%

INTERACTION

INNOVATION

40%
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Integrated model variation: DESTINATION dominANT
DESTINATION DOMINATE

Entertainment spaces at opposite sides of the
pedestrian model allows foot-traffic across the
whole space. In addition, this would provide
gathering space in between two destination points
while being interactive with the technology of the
store front.

50%

ACTIVATION

20%

INTERACTION

INNOVATION

30%
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Integrated model variation: INNOVATION dominANT
INNOVATION DOMINATE

A dominate storefront that is interactive would
provide gathering spaces surrounding the retail
space. The market model for “Place of Innovation”
provides great opportunities to place different
destination points adjacent to smaller retail spaces.

25%

INTERACTION

ACTIVATION

25%
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INNOVATION

50%
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Integrated model variation
INTERACTION + DESTINATION
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Integrated model variation
DESTINATION + INNOVATION
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Integrated model variation
INTERACTION + INNOVATION
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Integrated model variation
BRANDMAKING
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PLACE MAKING IN A RETAIL ENVIROMENT

SPRING 2020
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BRANDSCAPING
PART TWO:

REBRANDING SPACES........................................................................................
THE BIG MOVES...................................................................................................
OVERAL EXPERIANCE.........................................................................................
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140
160
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branding spaces
BRANDSCAPING
Throughout the Meadows Mall, there are several vacant spaces
that can be reused with different functions. One of the first steps is
to identify where the low occupancy is located and to identify where
certain areas can open up to the public. This mall has the potential
to revive its vibrance. The vacant spaces can be opportunities for
different experiances when they are redesigned into new spaces
other than shopping alone.
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COMMUNAL SPACE
PLACE OF INTERACTION

In the Meadows Mall, the owners have tried various ways of creating a
communal space within their grand spaces. From time to time, it would
be used as either a children’s play pen, picture taking for Santa clause,
mini sale stands, and waiting areas. However, the space is so grand that
it can be used for other opportunities. The issue with its current central
space is that its occupancy is low. This is because there is less access to
the communal space and it is more enclosed. Some improvements could
be to allow more access points to the gathering spaces and opening it
up to the environment. The space can be more than just a waiting area:
bit could be a park, an event space, a show space, or a free stand market
space.
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VACANT TO OCCUPIED
PLACE OF DESTINATION

The problem with the Meadows Mall is that some tenant spaces are
constantly for closing. If a new store reopens another store closes
within the next month or so. Rather than replacing one store with
another store, it would be better off to take advantage of other
usages for a vacant space. Some options would be replacing it with a
restaurant, office space, and/ or entertainment venues. In addition, the
main concerns heavily rely on the anchor stores. What would happen to
the mall if its anchor store (such as Sears, JcPenny’s, or Macy’s) were to
be forclosed? Currently, they have recently turned Sears into an arcade
venue. Transforming anchor stores into a destination hot-spots for
gaming and entertainment will provide more foot traffic into the mall.
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TECHNOLOGY IN RETAIL
PLACE OF INNOVATION

Meadows Mall does not take advantage of its resources of technology
in comparison to other malls. For example, most malls are switching
to interactive touch screen directory for users to navigate through the
mall efficiently. If Meadows Mall will not be up to date with technology
usage it will lack efficiency. As a result, this becomes one factor as to
why consumers mostly do their shopping online. Convince and efficiency
play a role in the shopping experience. In addition, Meadows Mall could
think about ways to use other technology platforms interactive within
the mall by using social media and other apps to enhance the shopping
experience. In a way, it also works together with leading consumers into
getting together physically and hanging around the mall.
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THE BIG MOVES
BRANDSCAPING

“BRANDSCAPING” is taking the concepts from “BRANDMAKING”
and applying it into an actual context. We will be using the case
studies that were done last semester and use the “BRANDMAKING”
applications to one of the case studies. In this case, Meadows Mall will
be used as the actual model to demonstrate all three concepts (place
of interaction, place of destination, and place of innovation). Meadows
Mall was chosen because of its decrease in foot traffic and increase of
vacant lease space. However, it has the potential to survive.
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CONTEXT: SITE

MEADOWS MALL ANALYSIS
ENCLOSED MALL / REGIONAL - MEDIUM RATE SURVIVING MALL

NAME: Meadows Mall
LOCATION: Las Vegas, Nevada
BUILT: 1978

2 MILE RADIUS
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1 MILE RADIUS
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CONTEXT: SITE

MEADOWS MALL ANALYSIS
ENCLOSED MALL / REGIONAL - MEDIUM RATE SURVIVING MALL

NAME: Meadows Mall
LOCATION: Las Vegas, Nevada
BUILT: 1978
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CONTEXT: SITE

MEADOWS MALL ANALYSIS - ZONING
AREA OF INTEREST
COMMERCIAL
EDUCATION
RESIDENTIAL
RECREATIONAL
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CONTEXT: BUILDING existing

MEADOWS MALL
ENCLOSED MALL / REGIONAL - MEDIUM RATE SURVIVING MALL
The first step into recreating this enclosed
shopping mall is to open the space up by
removing the roof and allowing it to be more
of a campus like space for more access
CURRENT LEVEL 02
points and connection to the site. There is
opportunity for this site to be more connected
to its environment because of its difference in
elevations. Currently, there is access points in
both level 01 and 02 that are not being taking
advantage of in its opportunity for an activated
space. Instead, it is currently closed off with
asphalt and dirt with less notice that there is
even an access at level 02. The problem with
this space is that it is closed off and barely any
connectivity to its surrounding environment.

CURRENT LEVEL 01
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CONTEXT: BUILDING existing

MEADOWS MALL
ENCLOSED MALL / REGIONAL - MEDIUM RATE SURVIVING MALL
Last semester, the anchor stores and vacant
spaces were identified within Meadows Mall.
The goal is to transform those spaces into either
new entry points for pedestrian users and new
programmatic spaces to allow more foot traffic
into the space.
ANCHOR STORES
VACANT SPACE
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FORM

MEADOWS MALL
ENCLOSED MALL / REGIONAL - MEDIUM RATE SURVIVING MALL
On the first level, a main street model is used
to create more entry and exit paths for both
vehicular users and pedestrians. This allows
a more convenient opportunity for those who
wants to stop and go. On the second level, a
pedestrian street model is used where there
is entry points at the second level. Since the
topography of the site elevates at the second
level, there is an opportunity to allow users to
gain entry without interference with vehicular
users.
PEDESTRIAN CIRCULATION
VEHICLES CIRCULATION

PEDESTRIAN STREET AT LEVEL 02

MAIN STREET AT LEVEL 01
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FORM

MEADOWS MALL
ENCLOSED MALL / REGIONAL - MEDIUM RATE SURVIVING MALL
A plaza would be created at the center of the
shopping mall to activate the space. This would
create a communal space. The advantages of
adding a plaza at the center is that the new
proposed access points will create a destination
for those who are exploring inside the mall. The
plaza space has great opportunities to be any
programmatic space that provides communal
gathers such as, a park, a show-event space,
free standing market space, and/or waiting
space.
PLAZA SPACE

MAIN PLAZA AT LEVEL 01
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Form

MEADOWS MALL
ENCLOSED MALL / REGIONAL - MEDIUM RATE SURVIVING MALL
Each anchor store would be replaced with a
new program whether it would be recreational,
entertainment, or hospitality. This would activate
the shopping mall at its entry points and to have
more than just a shopping inside alone. Shifting
the anchor store space similar to an arcade style
to emphasis the pedestrian street model that
was previously mentioned. Each corner would
have its own program and thus making it more
into a “life-style center”.
DESTINATION
MOVED

ARCADE STYLE
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Form

MEADOWS MALL
ENCLOSED MALL / REGIONAL - MEDIUM RATE SURVIVING MALL
While each transformation is done, there must
be connection within the site. Connectivity
is based upon the different zoning that is
surrounding the site. The recreational district
is adjacent to Spring Preserve which will allow
access for those who are coming from the
recreational zoning. The technology district
is adjacent to an educational zone. A fashion
district is adjacent to the commercial zone.
Finally, an entertainment district is close
proximity to the highway. This would allow
access for anyone that is coming in from the US
95 Highway. In addition, it will allow connectivity
from those who are coming from any parts of
Las Vegas.
CONNECTIVITY
TECHNOLOGY DISTRICT

RECREATIONAL DISTRICT

ENTERTAINMENT DISTRICT

FASHION DISTRICT
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PROGRAM

PLAZA

VERTICAL
CIRCULATION
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LED INTERACTIVE SCREENS

MOBILE INTERACTION

EDUCATION FACILITY FOR
TECH. DISTRICT
TECH. STORES

FASHION STORE

ENTERTAINMENT FACILITY

RECREATIONAL

TENANTS SUPPORTING
FASHION DISTRICT

THEATER

ROOF TOP GARDEN

FOOD & BEVERAGE

VENUE FOR SPORTS

REGULAR TENANTS

BALCONY (VENUE)
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OVERAL EXPERIENCE
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section
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entry
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plaza
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level 02 view
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proposal
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CONCLUSION
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BRANDMAKING
The lessons we can learn from “Brandmaking”
are the important parts that make up the
experience of a shopping mall. As time moves
forward, the architecture of a shopping mall must
transition forward with interactive technology,
turn shopping malls into life-style centers, and
most importantly introduce the authenticity of
a “third place”. Fall semester (Brandmaking) is
an exploration of how to create an immersive
space that includes a “place of interaction”,
“place of destination”, and a “place of innovation”
to accommodate the upcoming generation’s
consumer behavior, more specifically in Las
Vegas. Each mall in Las Vegas, has its own
characteristics that make their malls successful.
By looking at the different scales (International,
National, and Locally), they all share bits and
parts of an interactive space, a destination space,
and an innovated space. The importance of each
parts is that it is geared towards attracting
consumers into a shopping mall. From the city,
to the mall, and into the store. In addition,
the research and experiments that have been
conducted this semester will gear towards a
proposal for Spring semester.

BRANDSCAPING
The investigation that was done in the fall
semester were theoretical approaches to redesign
a shopping mall. For the spring semester, the
goal was to use the elements that was discovered
from last semester and apply it to a specific
site. The main takeaway was to demonstrate
how a communal space (place of interaction),
new programs (place of destination), and
implementing technology (place of innovation)
can work together into a existing mall that can
be redeveloped in both in small scale and large
scale whether it is changing tenant space to
demolishing and renovating the entire mall itself.
Each move whether it is done big or small can
make a great impact to a consumers shopping
experience.
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PAGE 136: “Meadows Mall” Photogragh by Maripet Contreras.
PAGE 138: “Meadows Mall” Photograph by Maripet Contreras.
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comments
from mentors
From Binh Nguyen Duc
Associate AIA
USCIS O-1 Honorary Award in the Arts & Design
Architecture + Brand Environment Designer

Maripet has taken a critical task to reassess
an architectural regression of contemporary
retail spaces in the age of e-commerce and
the emergence of a discipline known as Brand
Environment Design.
TO START WITH | The History of BRAND
IDENTITY/ Brand Environment DESIGN
In recent years, the advertising design industry
set the trend to celebrate brands, companies +
corporations. The practice has grown very far
from a mere task of business logo design. Brand
promotional design products appear everywhere
from 2D formats such as business cards, file
envelopes, staff uniforms to 3D works such as
stage set design, fashion catwalk design, events
for product launch, dinner parties, documentary
films.
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The strategies outlined above are intended to
help identify a company’s brand through the
standards of colors, fonts, products and artifacts
associated with the operating history of a
business.

Yet graphic designers are taking over the task
yet inadequately address Spatial problems and
Place making.
With formal training in contextual/ urban
analysis, space planning and spatial
manipulation, architects must join force in
a wide variety of collaborations in this retail
market and establish our design values to this
new era of retail space making.
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“Malls these days are being branded as “lifestyle centers” but yeah the idea here (and
throughout the studio) is that hospitality is part of everything.” - Glenn Nowak
“Maripet, the lack of shade is going to be a problem, solving this would be the difference
between success and failure of the project. Good ideas, and nice renderings, though... But
it’s a beautiful environment if we make the right visit decisions in terms of making it comfortable for the visitors will spend more time there than actually spend more money that’s
something that you can use to convince the client those things are worth doing so just a
couple of things to think about but thank you again I think this is a fantastic presentation
of all.“ - Eric Weber

additional
feedback

“...I think it’s really really well researched. I think the ideas they gave bring up are working in our valley but also to show the history of it’s kind of a national. The actual story a
national trend. The meadows mall is by far my favorite site for studio for all the reasons
you said the connection with the site it has transportation of the highway, it’s got residential it’s got all those things so right yeah I really enjoyed the presentation my question my
question for you I guess I have a a couple. I love the idea of the commerce being next to
all the archaeological working parts of the springs preserve and I wonder whether there’s
an opportunity in the studio or another studio to tie into that and then my other question.
And I know you said that it’s a bit of a renovations to the existing one. I wondered with
all your ideas of technology and hospitality and all the different elements of that I wonder
what it would look like. The regular parking and then the central interior space and I wonder if you pull back from that and didn’t take that as a. As a given. This is the kind of land
right it must be forty acres fifty acres just a lot of land I wonder what it might look like
yeah. Some of the building pulled out to the perimeter you know to. To. Open it up a little
bit....” - Ethan Nelson
“...I also think there was a lot of comments about verticality development, We have talked
about this by using buildings and heights as signs rather than putting in a signage for example if its Apple store or a fashion store. I imagined you center space to be much higher
it terms to use it as a way to define the perimeter of the center space. Almost double the
height of what you have. We have to think about ‘how do you create buildings or facades
as signs. In the feild right now, brand making and brand enviroment design the job is given
to graphic designers and not architects. The graphic designers would canvas the facades
of what architects with signage and graphics . You have the powers to manipulate form
and surface of architecture. That is another opportunity to help translate the ideas of
brand inot architecture..” - Binh Nguyen Duc
“I was really expecting to see more of the interactive digital commerce in this renovation,
following everything that was presented before. All we have here is an undefined ‘technology district’. How is this physical renovation addressing the pressure of e-commerce?”
- Deborah Oakley
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closing remark
By: Maripet A. Contreras
Master of Architecture Candidate
Spring 2020
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This book is a cumilation of thought process,
research, and design ideas of what shopping
malls can become in the future. However, this
guide is not limited to just shopping malls
alone. Our day and age is rapidly changing the
way we view and experiance spaces. Shopping
malls are prime example of architecture
that is declining and needs improvment in
terms of placemaking. A space is not a space
if its there is no experiance to fill it with.
While it is important to be up to date with
advance technology, we can not forget the
authencity of what makes up a space. I want
to emphasize the importance of place making
within a shopping mall as it is being defeated
by ecommerce today. It is the people who are
gathered around and gravitated together for
countless of activities that makes a space... a
place. Especially in the hospitality industry, it
is essential to create spaces that people can
feel they can gather in and have an enjoyable
time.

Shopping malls was a subject of interest
because they were always a place my family,
friends, and I would always get together while
growing up. Sometimes we all need a place to
get away from work and school. It was more
than just a place to shop, but it was also a
place to have to destress from everyday life.
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